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ABSTRACT

The present study titled “Omnichannel Integration: Enhancing Wellness Product Adoption Across Generations”
examines the role of omnichannel retail strategies in influencing consumer behavior and increasing the adoption of
wellness products among different generational groups. The study focuses on how the integration of online and offline
retail channels affects customer awareness, purchase behavior, satisfaction, and loyalty toward wellness products such
as health supplements, organic food products, personal care products, and fitness-related items. The research is based on
primary data collected through a structured questionnaire from 100 respondents belonging to different age groups.
Secondary data was collected from journals, websites, and industry reports related to omnichannel retailing and wellness
products. The study used statistical tools such as percentage analysis, mean score, standard deviation, correlation
analysis, regression analysis, chi-square test, and ranking analysis to analyze the data. the findings of the study reveal
that omnichannel integration significantly influences consumer purchase behavior and satisfaction. The study found that
younger consumers prefer online platforms, while older consumers prefer offline stores, highlighting the importance of
integrating both channels. The study also found that product quality, convenience, and price are the major factors
influencing wellness product adoption. Satisfaction and awareness were found to have a positive relationship with
product adoption, while price showed a negative influence. The study concludes that effective omnichannel integration
improves customer experience, customer satisfaction, and customer loyalty, which ultimately enhances wellness product
adoption across generations. Businesses should focus on integrating digital platforms with physical stores, maintaining
product quality, and improving customer convenience to increase wellness product adoption and long-term customer
relationships.

Keywords: Omnichannel Integration, Wellness Products, Generational Marketing, Customer Satisfaction, Retail
Channels

Introduction

Omnichannel integration is a modern business approach that focuses on providing customers with a smooth and
consistent shopping experience across different purchasing channels such as physical stores, websites, mobile
applications, social media platforms, and customer service support systems. The main objective of omnichannel
integration is to ensure that all these channels work together in a coordinated manner so that customers can move from
one channel to another without any difficulty during their buying process. This approach is different from traditional
multichannel retailing, where different channels operate independently. In omnichannel integration, all channels are
connected and share information in real time, which improves customer experience and operational efficiency. In recent
years, the retail environment has undergone significant changes due to technological advancements, increased internet
usage, smartphone penetration, and the rapid growth of e-commerce platforms. Consumers today are more informed and

© Author(s). This work is peer-reviewed, openly published, and permanently archived
This article is openly accessible and reusable with proper attribution.

https://ijsmt.org/ , Email: editor@ijsmt.org 1



https://ijsmt.org/
mailto:editor@ijsmt.org

&40 International Journal of Science, Strategic Management and Technology PER
e Volume 02 Issue 04 April-2026 | ISSN: 3108-1762 (Online) | Impact Factor: 3.8
DY An International, Peer-Reviewed, Open Access Scholarly Journal Indexed in recognized academic databases

ACCESS

have access to a wide range of products and services through online platforms. Before purchasing a product, customers
often search for product details online, read reviews, compare prices across different platforms, and sometimes visit
physical stores to check the product physically. After evaluating all options, they may choose to purchase the product
either online or offline. This behavior shows that customers do not rely on a single purchasing channel anymore, which
has made omnichannel integration an important strategy for businesses.

Concept of Wellness Products

Wellness products refer to products and services that are designed to improve an individual’s overall health, lifestyle,
and well-being. The concept of wellness is broader than the concept of healthcare. While healthcare mainly focuses on
the treatment of diseases and medical conditions, wellness focuses on prevention, healthy living, and maintaining a
balanced lifestyle. Wellness emphasizes physical health, mental health, emotional stability, and overall quality of life.
Therefore, wellness products are not only used when a person is sick, but they are used regularly to maintain a healthy
lifestyle and prevent health problems.In recent years, the concept of wellness has gained significant importance due to
changes in lifestyle, work pressure, food habits, and environmental conditions. People are becoming more aware of their
health and are taking preventive measures to avoid diseases. This shift from treatment-based healthcare to prevention-
based wellness has increased the demand for wellness products across the world. Wellness is now considered a lifestyle
choice rather than just a health requirement.

Wellness products include a wide variety of product categories. Some of the major categories include dietary
supplements, organic and natural foods, herbal products, fitness equipment, yoga and meditation products, skincare and
personal care products, mental wellness applications, wearable fitness devices, and health monitoring devices. Dietary
supplements include vitamins, minerals, protein powders, and immunity boosters that help in improving nutrition and
overall health. Organic foods and herbal products are becoming popular because consumers believe that natural products
are safer and healthier than chemically processed products. Fitness equipment such as treadmills, dumbbells, resistance
bands, and yoga mats are also considered wellness products because they help individuals maintain physical fitness and
an active lifestyle. Similarly, skincare and personal care products that are made from natural ingredients are also included
in wellness products because they focus on skin health and personal hygiene. Mental wellness products such as
meditation apps, stress management programs, and sleep improvement products are also gaining popularity due to
increasing stress levels and mental health awareness. The demand for wellness products has increased significantly over
the past decade. One of the main reasons for this increase is the change in lifestyle patterns. Modern lifestyles involve
long working hours, lack of physical activity, unhealthy eating habits, and high stress levels. These factors have led to
an increase in lifestyle-related diseases such as obesity, diabetes, blood pressure, and mental health issues. As a result,
people are becoming more health-conscious and are investing in wellness products to maintain their health and prevent
diseases. another important factor that has contributed to the growth of wellness products is the increase in disposable
income. As income levels increase, people are willing to spend more money on health, fitness, and personal care
products. Wellness products are often considered an investment in health and long-term well-being rather than an
expense. This change in consumer mindset has created a large market for wellness products.

Research Objectives

1. To study the concept of omnichannel integration in retail.

2. To analyze the wellness products market and consumer preferences.
3. To study generational differences in buying behavior.

4. To examine the role of omnichannel marketing in wellness product adoption.
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Research Gaps

Based on the review of existing literature, several research gaps have been identified in the areas of omnichannel
retailing, wellness product adoption, and generational consumer behavior. Although many studies have been conducted
on consumer behavior and online shopping, limited research has focused specifically on omnichannel integration in the
wellness product industry. Most of the previous studies on omnichannel retailing focus on industries such as fashion,
electronics, and general retail rather than wellness products. The wellness industry has unique characteristics because it
is related to health, lifestyle, and personal well-being. Consumer decision-making for wellness products is different from
regular consumer products because it involves health awareness, product safety, and brand trust. Therefore, there is a
need for more research specifically focusing on omnichannel strategies in the wellness product market.

Literature Review:

Kumar, R. and Sharma, P. (2025) have explored the role of artificial intelligence in enhancing organizational decision-
making and employee productivity, and have found that Al-driven systems have significantly improved efficiency and
accuracy in managerial processes.

Patel, S. and Verma, R. (2025) have analysed digital transformation in the retail industry and have concluded that it
has greatly enhanced customer experience through personalization and seamless service delivery.

Singh, A. and Gupta, N. (2025) have investigated financial technology adoption and have highlighted that consumer
trust in digital banking services has increased due to improved security and convenience. Furthermore,

Brown, T. and Wilson, J. (2024) have studied social media marketing and have demonstrated its strong influence on
consumer buying behaviour among young adults, particularly through targeted advertising and influencer engagement.

Lee, K. and Chen, H. (2024) have examined Al applications in HRM and have found that these technologies have
enhanced employee performance through data-driven evaluation and training systems. In addition,

Johnson, P. and Miller, D. (2024) have studied remote work practices and have revealed that flexible work
arrangements have positively impacted employee productivity and job satisfaction, although challenges in
communication have remained.

Sharma, V. and Kaur, H. (2024) have investigated omnichannel retailing and have found that integrated shopping
experiences have significantly influenced consumer purchase intentions in the digital era. Likewise,

Anderson, R. and Smith, L. (2024) have explored big data analytics and have established that it has improved business
performance by enabling better strategic decisions.

Gupta, S. and Mehta, P. (2024) have examined digital payment systems and have shown that they have significantly
influenced consumer spending behaviour by promoting convenience and speed in transactions. Finally,

Thomas, G. and Walker, P. (2023) have analysed the impact of artificial intelligence on marketing strategies and
customer engagement, and have concluded that Al has enabled more personalized and interactive marketing approaches.

Research Design and Sampling

Research design is the overall framework or blueprint that guides the research process. It explains how the research will
be conducted, how data will be collected, and how the collected data will be analyzed to achieve the objectives of the

© Author(s). This work is peer-reviewed, openly published, and permanently archived
This article is openly accessible and reusable with proper attribution.

https://ijsmt.org/ , Email: editor@ijsmt.org 3


https://ijsmt.org/
mailto:editor@ijsmt.org

% .40 International Journal of Science, Strategic Management and Technology A [—
e Volume 02 Issue 04 April-2026 | ISSN: 3108-1762 (Online) | Impact Factor: 3.8
DY An International, Peer-Reviewed, Open Access Scholarly Journal Indexed in recognized academic databases

study. A well-structured research design helps the researcher to conduct the study in a systematic and organized manner.
It ensures that the research problem is clearly defined and that appropriate methods are used to collect and analyze the
data. Sampling is the process of selecting a small group of respondents from the total population for the purpose of
conducting research. It is not possible to collect data from the entire population due to time, cost, and resource
constraints. Therefore, a sample is selected to represent the entire population. The results obtained from the sample are
generalized to the population.

Statistical tools

The study implies a set of statistical tools to analyse and interpret the collected data effectively. Descriptive statistics
formulas such as,

- X
Mean: X = %

nY./ (x—x)2

n

Standard Deviation: 0 =

Ranking: Based on descending mean values
Regression: Y = a + bX
Research Instruments

The most important tool for research in this paper is the structured questionnaire using Google forms. It allows for quick
delivery, easy collection of responses, and helps maintain accurate and reliable information.

The survey questions have been crafted to address various factors that are connected to sustainability and consumers’
confidence in sustainable fashion startups.

e Section A: Demographic Profile of Respondents

¢ Section B: Geographic Information

e Section C: Discovery & Research

¢ Section D: Purchase Behavior & Channel Preference

Question Format

e The questionnaire includes a mix of:

e Likert scale questions (Strongly Agree to Strongly Disagree)

e Multiple-choice questions

¢ Ranking-based questions

These formats help in capturing both consumer perceptions and behavioral responses effectively.

Development of the Instrument

The questionnaire will be drafted using the current literature review on sustainability, consumer behavior, and brand

trust. To maintain consistency in the logic of the questions, the draft will be tested on a few individuals before finalizing
it.
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Alignment with Research Objectives

The research instrument is developed for the purpose of achieving the main objective of the research, which is the
investigation of the effect of green values and practices on consumer trust and the role played by consumer trust in
contributing towards brand credibility and purchase intentions.

Data Analysis

Data Analysis and Interpretation

This chapter deals with the analysis and interpretation of data collected through questionnaires. The collected data is
presented in the form of tables, percentages, and statistical tools such as mean, standard deviation, correlation, and

regression. Each table is followed by analysis and inference to draw meaningful conclusions.

Table 4.1 Age of Respondents

Age Group Number of Respondents Percentage
Below 20 18 18%
21-25 46 46%

26 -30 22 22%
Above 30 14 14%

Total 100 100%

Source: Primary Data

Interpretation:

The above graph shows the age distribution of respondents. Most respondents belong to the 21-25 age group (46%),
indicating that the majority of participants are young adults. The 26-30 age group accounts for 22%, followed by
below 20 (18%) and above 30 (14%). This indicates that the study mainly represents the opinions of young respondents.

Geographic Information

Frequency of Usage
Frequency Respondents Percentage
Daily 35 35%
Weekly 30 30%
Monthly 20 20%
Rarely 15 15%
Total 100 100%
Interpretation

The bar chart shows the frequency of usage among respondents. Most respondents use the service daily (35%), followed
by weekly users (30%). Monthly users account for 20%, while only 15% use it rarely. This indicates that a majority of
respondents use the service regularly, showing high engagement and usage frequency.
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Satisfaction Level Respondents Percentage

Highly Satisfied 28 28%

Satistied 42 42%

Neutral 18 18%

Dissatisfied 12 12%

Total 100 100%
Interpretation:

The bar graph shows that the majority of respondents are satisfied with the product/service. A significant number are
highly satisfied, indicating positive customer perception. Only a small portion of respondents are dissatisfied, suggesting
overall satisfaction levels are high.

Discovery & Research

Problems Faced

Problem Respondents Percentage
Network Issues 30 30%

High Cost 25 25%

Lack of Awareness 20 20%

No Problem 25 25%

Total 100 100%

The bar graph indicates that quality (30%) is the most important factor influencing usage among respondents, followed
by convenience (28%), price (22%), and availability (20%). This shows that respondents prioritize product/service
quality and convenience over price and availability when making usage decisions.

Mean Score Analysis

Factor Mean Score
Awareness 35
Usage 3.6
Satisfaction 3.8
Recommendation 3.7

The mean score is calculated using the following formula:
X=YX/N

Where:

o X\bar{X}X = Mean Score

e Y X\sum XY X = Sum of all responses
e NNN = Number of respondents
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Formula using frequency:

(5F5 + AF, + 3F; + 2F, + 1F)
N

Mean =

Where:

e F5F 5F5 = Number of Strongly Agree responses

e F4F 4F4 = Number of Agree responses

e F3F 3F3 = Number of Neutral responses

e F2F 2F2 = Number of Disagree responses

e FIF 1F1 = Number of Strongly Disagree responses
e NNN = Total respondents

Correlation Analysis

Variables Correlation Value
Awareness & Usage 0.62
Satisfaction & Usage 0.71
Awareness & Satisfaction 0.65

Correlation Formula

Used Karl Pearson’s Correlation Coefficient formula:

p— 2@ 2y 7
V2 (2-2)? X (y-7)

Where:

e r = Correlation coefficient
e X,y = Variables
¢ X, ¥ = Mean of variables

Analysis:

The correlation analysis shows that awareness, satisfaction, and usage are positively related. Satisfaction and usage have
the highest correlation (0.71), indicating that higher satisfaction leads to increased usage. Awareness is also positively
related to both usage and satisfaction. Overall, all variables have a moderate to strong positive relationship.
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Regression Analysis
Variable Coefficient
Awareness 0.45
Satisfaction 0.52
Price -0.21

In regression analysis, the general multiple regression equation is:

Y= i lel =5 ngz oE b'}Xg

Where:

¢ Y = Dependent Variable

e a= Constant

e by, bz, bs = Regression Coefficients
e X, = Awareness

e X, = Satisfaction

e Xs=Price

Regression Equation (Based on Your Table)
Given coefficients:

e Awareness = 0.45

e Satisfaction =0.52

e Price=-0.21

So the regression model becomes:

Y = a + 0.45(Awareness) + 0.52(Satisfaction) — 0.21(Price)

If constant a is not given, we write:

Y =0.45X; + 0.52X, — 0.21.X;

Sample Calculation
Assume values:

e Awareness =4
e Satisfaction=15
e Price=3
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Y = (0.45 %< 4) + (0.52 x< 5) (0:21 %' 3)
Y = 1.80 4+ 2.60 — 0.63

Y = 3.77

Interpretation:

The regression analysis results indicate that Awareness, Satisfaction, and Price significantly influence the dependent
variable. The coefficient of Awareness (0.45) shows that increased awareness positively affects the outcome variable,
meaning higher awareness leads to improved results. Satisfaction has the highest coefficient (0.52), indicating it is the
most influential factor affecting the dependent variable. This suggests that higher satisfaction strongly improves the
outcome. Price has a negative coefficient (—0.21), which means higher prices reduce the dependent variable. Overall,
the analysis shows that satisfaction and awareness positively impact the outcome, while price has a negative impact on
consumer behavior or adoption decisions.
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